Abstract
MATERIAL AND METHODS
The research objective was to test the following hypotheses:
Hypothesis 1: Yemeni consumer behavior is infl uenced by factors like price quality, location of seller, habit, relationship between consumer and seller, occasions, discount, sorting, word of mouth, time of purchase, and recommendation of friend and family.
Hypothesis 2: The infl uence of mentioned factors will be at diff erent levels (high, medium, and low).
To search for validity of hypothesis, the necessary survey of the factors has been accomplished in Yemen Republic. The questionnaire was administered from 13 provinces in 5 governorates in August and September 2009, research involving 463 consumers.
The marketing research was performed by the means of personal interviews and personal relationship (to obtain data form diff erence categories specifi cally in terms of gender and income groups).
The analysed set of consumer units was classifi ed into:
• Diff erence income groups (monthly income less than 40 thousand YRs, 40-80 thousand YRs, and above 80 thousand YRs).
• Diff erence age groups)below 30 years, 30-50 years, and above 50 years).
• Diff erence education (secondary and lower, university, and higher education).
• Diff erence gender (male and female).
• Diff erence settlement type (urban and rural).
The statistic so ware SPSS was used to analyse the obtained results. ANOVA test was run on the sample to understand whether there existed any signifi cant diff erence in the individual factors infl uencing Yemeni consumer's buying decisions of individual age, income, education, gender, and settlement type groups. For further understanding diff erences, the post-hoc tests were conducted for the factors mentioned above to know the signifi cant diff erences between the various groups within category.
RESULTS AND DISCUSSION
The obtained results were divided in terms of:
• Geographic areas (see table I ).
• Income, age education, gender, settlement type (table II) .
Eff ects of the individual factors on consumer buying decisions in Yemen
The buying decision process stems from the perceived needs and buying (economic) possibilities that are to a great extent infl uenced by the off er (Foret and Procházka, 2006) . There are a lot of factors infl uencing consumer by decision-making process. The literature classifi es and structures these factors in various ways. For example division into inner and outer factors (Koudelka, 1997) , distinguishing three basic categories: personal, psychological and social factors (Brown, 2006) , to which Kotler (2001) adds the cultural factors as th independent category (Stávková et al., 2008) . Factors price, quality, the location of seller, habit, personal relationship between consumer and seller, occasions, discount, sorting, word-mouth, time of purchase, the way of display products, and recommendation of friends and families are studied to understand their impact on consumer's buying decision; the data are summarized in Table III . On the other hand dependency of the purchase of vegetables on income, age, education, gender, and settlement type are shown in tables IV and V.
Price
Consumers do 'marketing' when they search for the goods they need at prices they can aff ord (Kotler, 1999) . Price is the most important factor eff ecting demand, hence it has a signifi cant eff ect on Yemeni consumer behavior. Table III shows a great eff ect of price on consumer decision when buying vegetables. All respondents were infl uenced by this factor (in nearly 92% this eff ect was high). When comparing this factor with the individual identifi cation variables, it was revealed that in the individual groups of respondents the highest eff ect of price was mentioned by 93.5% of people in the age category of below 30 years; 93.2% of both people in income category of below 40 thousand YRs and males; 93% for consumers who live in urban areas. One the other hand the lowest group aff ected on price was consumers with monthly income more than 80 thousand YRs, the eff ect of price was high for 86% of them, for 87% of age category above 50 years.
Quality
All consumers were infl uenced by quality (approximately 45% of this eff ect was high and 43% was medium). Consumers with higher education were the highest eff ected by quality (high eff ect for 71% of them), the reason for the signifi cant impact of quality on this group is the increase of their income and change in their evaluation caused by education, the second group was people with monthly income more than 80 thousand YRs (high eff ect 70%). While the lowest eff ected of quality was people resident in rural (the eff ect was high for 40% and low for 19% of them), and income category below 40 thousand YRs per month (the eff ect was high for in nearly 41% and low for 17%). It can be concluded that the higher income people are more infl uenced by quality.
The location of seller
Because of the dominance of small sell units and hookers in Yemen, the location of these units is important for consumer in terms of proximity to houses, city center, transport stops, and Main Street. Approximately 99% of respondents were infl uenced by this factor (in nearly 35% high and 54% medium), the eff ect of location of seller was high for approximately 55% of women, because they prefer to buy from the nearest seller rather than others in the markets in cities centers where there are crowded; 40% of people living in urban areas; 39% of people with secondary and lower education level. On the other hand the lowest group infl uenced by this factor was group of rural resident (the eff ect was high for 28% and low for 22% of them), because they obtained the most vegetable by going to the nearest cities to their villages and o en buy from the main central market.
Habit
The eff ect of habit on consumer behavior was medium for 82% of respondents; women were more aff ected by this factor (11% high eff ect); income grope below 40 thousand YRs (the eff ect was high for 10.5% of them). The most respondents that weren't infl uenced by habit were mentioned by 9.3% of people in income category above 80 thousand YRs; high education group by 8.3 %; age group above 50 years by 6.5%.
Personal relationship with seller
This factor maybe seems strange to European people due to the social and cultural diff erence. In Yemen households depend on small shop near home to provide them by food and other types of goods. Personal relationship between consumer and seller is very important in consumer's buying decision because it enables them to purchase dept and pay when he or she receives his/her salary or wage. Altogether 97% of consumers were infl uenced by this factor (in nrarly 45% of them was medium eff ect). The most aff ected were the people with monthly income less than 40 thousand YRs (in Source: Result of own research nearly 45% high eff ect). While the lowest groups aff ected by this factor were people with high education level (in nearly 10%) and income group above 80 thousand YRs (9% no eff ected). It can be indicated that income is very important in the eff ect of the personal relationship with seller on consumer behaviour.
Occasions
The religious and social occasions such as holidays (Id) and Ramadan have a great eff ect on consumer decision making when buying vegetables. In Ramadan the food system is changed because of fasting during daytime, hence consumption of many types of vegetables is increased during this month.
About 99% of respondents were infl uenced by occasion (in nearly 90% high eff ected).
Discount
99% of consumers were infl uenced by this factor (in nearly 78% was high). When comparing this factor with the individual identifi cation variables, it was revealed that in the individual groups of respondents, the highest eff ect of discount was mentioned by 81% of people of income category of below 40 thousand YRs; 80% of age category of 30 years and below. On the other hand, the lowest eff ect of discount was mentioned by 8% of respondents in age group above 50 years.
Sorting
The eff ect of sorting was medium for most consumers (approximately 78%); the highest eff ect of this factor was mentioned by 19% of the monthly income group above 80 thousand YRs; 17% of women,. The lowest eff ect of sorting was mentioned by 11% for people in age category above 50 and rural resident.
Word mouth
The eff ect of this factor was the lowest among all factors have studied in this search; its eff ect was low for 52% of respondent and infect for 11%. The highest group was eff ected by word mouth was female by 6%.
Time of purchase
In Yemen the decision of consumer to buy many types of food depend on the time of purchase; for example in the early date of the month a er employ received his or her salary it can be bought some types of vegetables and fruits, but in other time at the same month maybe he/she will not buy the same product specially in the last week of the month. This factor was high for 83% of respondents; the highest group that aff ected by time of purchase was mentioned by 89% of people in age group 30-50 years; 87% of people in income group below 40 thousand YRs. On the other hand the lowest group aff ected by this factor was people in income group above 80 thousand YRs (in nearly 60% high eff ect); people with high education (in nearly 65% high eff ect). It can conclude that income is very important in this factor.
Display
The eff ect of the way of display products on consumer's decision making when buying vegetable was high for 6.5% of respondents, it was the second lowest eff ect amongst all factors under study, the eff ect was medium for approximately 60% of respondents. The highest group aff ected by this factor was mentioned by 8.5% of people living in rural areas. The infl uence of this factor wasn't important for 6.5% of consumers in age group above 50 years.
Recommendation
Recommendation of friends and family one of the social factors infl uencing consumer behaviour, this factor wasn't important for 13% of consumers and medium eff ect for 40% of them. The highest group aff ected by recommendation was mentioned by19% of people in university; 17% of people in age group below 30 years.
The eff ect on Yemeni consumer behaviour on diff erent individual categories
The obtained results were analysed with the use of the ANOVA test to fi nd if there is any signifi cant diff erence in the individual factors infl uencing Yemeni consumer's buying decisions of age, income, education, gender, and settlement type groups. The results are shown in Table VI.
Income groups
The ANOVA results (Table VI) show that there was no signifi cant diff erence between the means of the three income groups for the importance of price, occasions, sorting, word of mouth, the way of display products, and recommendation of friend and family. On the other hand there was a signifi cant diff erence in quality, habit, personal relationship between consumer and seller, discount, and the time of purchase at .01 level, and in location of seller at .05 level of the Yemeni consumers behaviour across diff erent income segments.
The Scheff e's post-hoc tests were conducted for the mentioned factors to understand the diff erences between various income segments (see Table VII ).
The post-hoc results for "quality" show that there is a diff erence amongst income groups below 40 thousand YRs and above 80 thousand YRs (P = .000; signifi cant at .01 level) and between income groups 40-80 thousand YRs and above 80 thousand (P = .011; signifi cant at .05 level). The post-hoc results for habit suggest that there is a signifi cance diff erence between income groups below40 thousand YRs and above 80 thousand YRs at .01 level (p = .000), and between income groups 40-80 thousand YRs and above 80 thousand YRs (P = .002 signifi cant at .01). For factor personal relationship between seller and buyer the post-hoc results indicate that there is a signifi cance diff erence between income groups below 40 thousand YRs and 40-80 thousand (P = .033 signifi cant at .05), and amongst income groups below 40 thousand YRs and above 80 thousand YRs (P = .000 signifi cant at .01), and between age group 40 = 80 thousand YRs and above 80 thousand YRs (p = .000 signifi cant at .01). However the post-hoc results for discount show that there is a signifi cance diff erence amongst income groups below 40 thousand YRs and above 80 thousand YRs (P = .000 signifi cant at .01) and between income groups 40-80 thousand YRs and above 80 thousand YRs (P = .006 signifi cant at .01). For time of purchase post-hoc results indicate that there is a signifi cance diff erence between below 40 thousand and above 80 thousand YRs (P = .000 signifi cant at .01), and between income groups 40-80 thousand and above 80 thousand (P = .001 signifi cant at .01).
It can be concluded that the highest signifi cant diff erence amongst three income categories for the mentioned factors occur between income group less than 40 thousand YRs and above 80 thousand YRs. One the other hand there is no signifi cance diff erence amongst income categories blow 40 and 40-80 thousand YRs (except relationship between consumer and seller) because the income of both of them is low, so the people in these groups have the same behaviour.
Age groups
The results in table VI suggest that there is a signifi cant diff erence in Yemeni consumer behaviour for diff erent age groups at .05 levels for location of seller (F (2,462) = 3.220, P = .041) and discount (F (2,362) = 3.903, P = .021), and at .001 levels for habit (F (2,462) = 8.125, P = .000), and personal relationship between consumer and seller (F (2,362) = 10.582, P = .000), and the time of purchase decision (F (2,462) = 5.231, P = .006).
Scheff e post-hoc results show that there is signifi cant diff erence amongst a pair of means below 30 years and above 50 years, P = .022 (≤ 0.05) for discount, and between below 30 years and above 50 years (P = .013; signifi cant at .005 level); between age groups 30-50 years and above 50 years (P = .000; signifi cant at .01 level) for habit; between age groups 30-50 years and above 50 years (P =.05; signifi cant at .05 level) for location of seller; amongst age groups below 30 years and above 50 years group (P = .000 signifi cant at .001 level) and between age groups 30-50 and above 50 years (P = .000 signifi cant at .001 level) for personal relationship between seller and consumer; between age groups below 30 years and above 50 years (P = .029; signifi cant at .05 level) and between age groups 30-50 and above 50 years (P = .006; signifi cant at .001 level) for time of purchase (see table VIII).
Education
The signifi cance of eff ects of the individual factors on Yemeni buying decisions of education groups was tested by means of ANOVA test and the results is shown in table VI. The results suggest that there is a signifi cant diff erence in individual factors for diff erent education groups at .01 levels for quality, location of seller, habit, personal relationship between consumer and seller, discount, and time of purchase.
The signifi cant diff erence amongst education groups due to the diff erence of income for these groups, and the diff erence in their preferences and tests caused by diff erence education level particularly between secondary or lower and higher education groups as will be seen in the post-hoc test result for individual factors on Yemeni purchasing decision. The post-hoc test results for the quality Source: Result of own research variable show that there is a signifi cant diff erence at level .01 between secondary and lower education and higher education P = .001 and between university education and higher education P = .005. However For location of seller there is signifi cant diff erence at level .05 between secondary and below education and university education groups P = .038. For habit the diff erence amongst secondary and below education and higher education P = .002, and between university education and higher education groups P = .008 both of them are signifi cant at level .01. For factors discount and relationship between consumer and seller there is signifi cance diff erence at .01 level amongst secondary and lower education group and higher education, and between university group and higher education level (P = .000). For time of purchase the diff erence is signifi cant at .01 level between secondary and lower education group and people with high education level (p = .000), and at .05 level between university education and high education groups P = .016; signifi cance. It can be concluded that the highest diff erence between education groups (signifi cant at .01 level) for the individual factors quality, habits, personal relationship with seller, discount, and the time of purchase was between secondary and below education level group and higher education, because the high gap between the income (salary) between two segments.
Gender groups
The results of ANOVA analyses in table VI show that there was no signifi cant diff erence in the factors infl uencing Yemeni consumer behaviour between male and female for quality, habit, occasions, discount, sorting, word mouth, time of purchase, the way of display vegetables, and recommendation of friends and family. On the other hand there was a signifi cant diff erence at .05 levels for price P = .013 and personal relationship between consumer and seller P = .05, and at .01 level for location of seller P = .000.
Settlement type
The results of ANOVA analysis suggest that there was a signifi cant diff erence in individual factors infl uencing Yemeni consumers behaviour for people who live in urban and rural areas at .01 levels for quality P = .005 and for the location of seller P = .000 and for personal relationship between consumer and seller P = .004 and for occasions such as Ramdan and holydays (Id). On the other hand Yemeni consumer in rural and urban have the same behaviour for factors price, habit, discount, sorting, word mouth, time of purchase, the way of display products, and recommendation of friends and family (see 
SUMMARY
The main aim of the paper is to understand factors infl uencing consumer behavior when buying vegetables in Republic of Yemen. Based on the results of the analysis it can be concluded that: Hypothesis 1 has been confi rmed which means that Yemeni consumers have infl uenced by all factors that have been studied.
Hypotheses 2 also has been confi rmed. Following factors like price, occasions, discontent, and time of purchase showed a high degree of infl uence, while factors habit, display, sorting, and the location of seller suggests medium infl uence, and the infl uence was low for word-mouth, and high and medium for factors quality and personal relationship with seller, and medium and low for recommendation.
The results of ANOVA test suggest that there was a signifi cant diff erence amongst consumer's categories, and income was the most important reason for this diff erence.
